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ABSRACT 

The main objective of the study is to identify perceived benefits of using social networks as a 

digital marketing tool and their beneficial effects on students. The impact of social media as a 

strategy in the context of global education and how institutions are adapting to it are of 

particular interest to the thesis. The purpose of this study is to close a gap in descriptive data 

on the use of social media to be a digital marketing tool to entice Indian international students 

to pick Ireland as their preferred destination for higher education. The study focuses on the 

reasons why Indian students choose Ireland as their study abroad destination, providing 

valuable insights for future international businesses to develop effective marketing strategies 

based on the research findings. It uses a mixed-methods approach, using both qualitative and 

quantitative research methods. To gather data, online surveys and interviews were conducted 

with Indian students currently pursuing their degree in Ireland. This is due to Ireland's high-

quality education system, affordable tuition fees, and opportunities for personal and 

professional growth. Additionally, universities and colleges in Ireland provide international 

students with a range of support services and resources, including language classes, cultural 

integration programs, and career development services. These services help students adapt to 

their new environment and make the most of their study experience. Combining social media 

marketing with effective support services and resources can assist universities and colleges in 

Ireland in attracting more international students, including Indian students, to study in 

Ireland. Universities in sending countries are enrolling more international students, and these 

collaborations are helpful for pedagogy. Due to the country's economic growth since 2013, 

Ireland, which was not previously a well-known study abroad location, has gained 

recognition. A platform for international education is one that uses social media. The new 

method of advertising via social media has an impact on international students. International 

students have been selected by colleges and schools in Ireland based on essays, writing 

samples, letters of recommendation, resumes, and interviews. 

Keywords: Social Media, International Education, Overseas, Digital Marketing, Study 

Abroad, Indian Students, India, Ireland 
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INTRODUCTION 
 

The world of computers is advancing rapidly with new products being added every day. 

Social media is an umbrella term for the new generation of internet applications that are 

generating a lot of buzz and commercial interest. One of the main subjects being discussed is 

the importance of social media as an educational environment. It promotes mouth to mouth 

communication and user engagement with a focus on user-generated control rather than 

supplier control. It also offers integrated, targeted, and measurable communication. The most 

potential and important platform is social media marketing because it enables businesses to 

communicate with customers all over the world. Ireland ranks 13th among EU member states 

in the number of international students, which has significantly increased over the past few 

decades.  

Authorities support online digital marketing because it eliminates demographic and 

psychological barriers, enabling businesses to reach out to new clients. Social media is 

another tool used by the global education platform. By utilizing social media marketing, 

promotional emails, and email marketing, digital marketing entails promoting products, 

selling them, and offering services. However, Ireland's colleges rely on recruitment agencies, 

who have been using essays, recommendations, resumes, and interviews to choose 

international students. By influencing student decision-making and lowering costs, virtual 

strategies can help shrink the size of the domestic and global markets. The increasing 

competition in the education sector has forced educational authorities to market themselves to 

manage with the nationwide global market. 

In conclusion, social media is a very crucial and powerful tool for businesses and other 

Medias to interact with clients worldwide and has great potential as an educational 

environment. Virtual strategies can help reduce costs and influence the student's overall 

decision-making process throughout, making it an important consideration for educational 

institutions 

Research Problem 
 

The research has addressed and analysed a gap in descriptive research on the use of social 

media as a digital marketing strategy to attract Indian international students to choose Ireland 

as their advanced education terminus. The study aims to provide a reasonable conclusion that 

can assist future international businesses in developing strategies on the research findings. 
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A. Justification of the study 

With the development of social media platforms, it has become simpler for people to access 

information and connect with others globally. As a result, digital marketing has grown in 

importance (West, 2021). Given that the country's advances in technology have made it 

possible for younger generations to turn to European nations for higher education 

opportunities, India is one of the top sending markets for international students (Pawar, 

Dasgupta, & Vispute, 2020). Young people's decision to study abroad in Ireland has been 

significantly influenced by social media sites like Snapchat, Facebook, YouTube, and 

Instagram (Digital Marketing Institute, 2018). Educational institutions have been forced to 

market themselves in order to compete in the international market due to government 

deregulation and increased race in the education sector. The institutions in sending markets 

are enrolling more and more foreign students, and these collaborations are helpful for 

pedagogy. Due to the country's recent economic growth, Ireland, which was not previously a 

popular choice for international studies, has also gained recognition. Therefore, it is essential 

to investigate the influence of social media on Indian students' decision to choose Ireland as 

their preferred destination for higher education. 

LITERATURE REVIEW 
 

Technology-based marketing has a crucial role in the rise of international education. The 

situation and parameter that results supports Ireland's state as a host nation and India's 

position as a directing market.  Due to their reliance on recruitment agents, Ireland can be 

seen to be falling behind the competition in this area. International students have been 

impacted by their new culture through social media. International students are chosen for 

admission to Irish colleges through interviews, resume reviews, recommendations, and 

essays. A Virtual strategies can help cut costs, affect students' choices, and further shrink the 

markets at home as well as abroad.  As internet availability grows, the distinction between 

small towns and cities is blurring. This has allowed marketers to reach consumers in even the 

remotest parts of India, as evidenced by Gosain and Rawat (2018). However, despite having a 

population of 1.3 billion and over 450 million daily internet users, social media penetration 

and traffic in India are lower than expected. According to Thorsdottir (2019), social media 

penetration in India is foreseen to reach 371 million by 2022, as the huge rural population is 

not yet inclined to use social media. Currently, only 14% of active social media users are 

from rural parts, while two-thirds of active users are from urban areas, with Delhi and 
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Mumbai having the highest user concentration. The majority of social media users in India 

are young, with over 60% being college-going students. This presents a specific age 

demographic to focus on, understand the changes and current trends in their consumption and 

studying behaviour due to Instagram. It is worth noting that according to Bisen (2018), 71% 

of consumers in India are likely to make a purchase based on something they have seen on 

social media, which makes the research question even more relevant. The power of social 

media channels, especially Instagram, is increasing due to the rising investment from 

marketers in India (Thorsdottir, 2019). Instagram brings traffic from 78 million people from 

all over the country (Gosain and Rawat, 2018). The study is carried out following the 

synthesis of earlier papers and the acquisition of current knowledge regarding the Objective; 

as a result, the following broad area has been narrowed gradually. 

A. Indian students studying abroad 

The number of Indian students obtaining higher education degrees from foreign nations has 

been on the rise in the last decade. According to Monitor (2019) statistics, around 780,000 

Indian students travelled overseas in 2018 to pursue their master's or similar degrees, and this 

number is expected to increase with the rising young population of India. The affordability of 

internet connectivity in India contributed significantly to the growth of digital media 

marketing platforms, providing viable opportunities for foreign institutions to attract Indian 

students. Irish universities have become popular among Indian students due to their lower 

tuition fees compared to the United States, United Kingdom, and Australia, and the 

availability of a range of universities offering expensive and less expensive education. 

Groarke and Durst (2019) report that Indian students rank second in the Irish education 

market, and this is attributed to the significant use of social media by the Indian teenage 

population. 

B. Importance of Social Media in Today’s World 

Over the past ten years, the Internet has undergone a revolutionary change. According to 

Cluley, Green, and Owen (2019), the advancement of cell phones and the introduction of 4G 

technology have increased the accessibility of communication channels, having a big effect 

on the advertising platform. This was crucial for target marketing because it allowed 

businesses to access big data, which in turn gave digital marketing more prominence. The 

ability of institutions to market their programs to students who want to pursue degrees has 

made this a turning point for the global education industry. According to Vail (2018), these 
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institutions must now prioritize using digital platforms to advance and expand their 

businesses. This will enable universities and other educational institutions to attract a sizable 

student body from all over the world, enabling them to meet their objectives and cut down on 

expenses related to the traditional market. Social media is a tool that aids in university 

marketing and offers a forum for dialogue between students and professors. 

Even before a student is given an offer letter to attend a higher education, they can speak with 

the faculty to learn more about the program. Additionally, the faculty, both teaching as well 

as non-teaching can help the student better understand the physical environment, which can 

be unusual for foreign students. 

C. Higher educational prospective of social media marketing 

The main components of contemporary marketing are data. Social media is a huge source of 

information that advertisers can use to learn more about their target markets. The specific 

algorithms that social media platforms employ enable them to provide consumer advertising 

that is targeted (Balteanu, 2019). As a result of the competitive market environment, the 

platforms managers and its partner organisations have access to a wealth of data. 

International students have indeed been drawn to Ireland since the economy began to grow in 

2013. Ireland was not regarded as a necessary study abroad location. According to the Irish 

Times article, 385 million euros are contributed annually by foreign students, and in 2019, an 

estimated 1700 foreign students were enrolled in Irish universities and colleges. According to 

O'Reilly and Ryan (2013), Ireland must make gradual transitions to a modern mindset. 

Australia's institutions have become the top destination for international students thanks to a 

well-laid plan introduced by their government, which exemplifies excellent targeted social 

media marketing execution. According to Hyett et al. (2019), the main objective of study 

abroad is to maximize bilateral liberalization to provide the sector with excellent gains in 

productivity, export opportunities, competition in the market, and FDI. 

D. Overseas Educational Perspective of Digital Marketing 

Higher education choices have been greatly influenced by the virtual world. For example, 

social media marketing platforms are a great option for advertising. According to Fujita et al. 

(2017), to promote and popularize themselves, advanced education nations, universities, and 

colleges must take advantage of the opportunities provided by digital marketing platforms. 

According to some, social media promotions help brands grow. According to Eaton and 

Pasquini (2020), there are numerous ways to achieve these objectives. Advertisers start 
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battles with the aid of coordinators in networking media stages and prepare in advance using 

outsiders paid to publicize on locations for informal organization In order to build a positive 

brand image, advertisers heavily rely on positive e-WOM (Electronic word of mouth) from 

current users (Pinar et al. 2020). Intuitive advancements can be used to promote brand 

experience. This entices the client to investigate more extra information on the brand. 

E. Recruitment Marketing Strategies 

The fast-paced and volatile market of the schooling industries allowed the marketing 

managers to locate trustworthy students. According to Naidoo and Wu (2011) in their article, 

both New Zealand and Australia serve as ideal examples for the application of conventional 

marketing strategies because both nations recognized the possibilities of the educational 

sector and collaborated with the governments. The other traditional methods include campus 

visits, public relations initiatives, brochures, and media advertisements. In the words of 

Vrontis, Sakka, and Amirkhanpour (2015), when the competition in the market into multiple 

markets, the quantity of agents and recruitment agencies increased alongside the universities, 

and the advancement of internet technology then managed to improve the engagement with 

customers directly through websites. Traditional recruitment methods were more successful 

in a pre-internet world. The development of internet marketing has increased students 

awareness of the potential for international admission. Additionally, the admissions process 

was viewed as being difficult for the average person to complete and was thought to be 

tedious. Only a small number of the most talented students—all from the home countries—

were chosen and given scholarships to study abroad. 

F. Push-Pull Factors 

Because of the economy and lack of educational resources in their home country, students 

will opt to study and seek international education. This has a push and pull effect on 

international education. 

According to Gbollie and Gong (2020), the nation will use all of its resources to entice 

students to attend its institutions. This approach will serve as the host nations' adaptation of 

the pull factor. According to Mazzarol and Soutar (2012), the host country's economic 

situation, university reputation, career opportunities, and educational system are just a few of 

the various factors that influence decisions. According to Azmat et al. (2013), of the 

aforementioned factors, the economic situation, education, career freedom, and abundance of 

opportunity worldwide are what attract Indian nationals the most. A developing country's 
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relationship to the digital world changes, and India, which has a first-rate technological 

infrastructure, should be influenced. India is a nation with a younger generation that greatly 

contributes to the sector of higher education. As was already stated, we can infer that a host 

nation like Ireland should concentrate on enhancing their online marketing and focusing on 

nations like India through social media to draw in new generation's minds and talents. Both 

nations will reap benefits in terms of their economies and pool of skilled workers. The 

economy along with numerous other factors improve as more students move to Ireland. One 

of the things that is frequently overlooked when discussing a nation like India is the fact that 

its citizens are drawn to education in addition to having a large number of young people. As 

from previous era, when only the privileged were educated, the psychological attitude of the 

participants has changed. Nowadays, it is uncommon to come across a child without a 

primary education. Universities should become more adapted to technological advances when 

it involves hiring since social media as well as its systems have a significant impact on 

potential students. 

 

 

G. Engagement in social media platforms by universities 

The emergence of social media as well as digital platforms has transformed business over the 

past ten years. 

The statistic report as of July 2020 states that the global social media engagement has 

exceeded the 1 billion social media users, 2 billion Facebook users, 570 million earlier in the 

document. Facebook is still the most popular digital media platform, followed by Facebook, 

WeChat/Wixin, Instagram, and TikTok. It should be noted that universities should also get 

involved with Facebook because of the platform's large user base. When a student uses their 

search engines to look up universities, the websites that recommend universities build links 

so that the user can learn more about the university. They will be pleased to find that the 

hyperlink takes people to social media, particularly Facebook, as they already have access to 

it. The content could range from articles on "all the information you require to know 

regarding picking the best university for you" to videos of student personal testimonies and 

student events like homecoming. (Marx, 2020). 
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The upcoming Chinese social media app TikTok has nearly 1 billion downloads on Google 

Play. It is advisable to show the presence on this app as well, given that the younger 

generation—which is the dominant demographic in India, China, and the USA—can be 

influenced by this strategy. A crucial strategy for attracting more qualified professionals to 

the intensive courses is to develop a marketing strategy through LinkedIn. Between the ages 

of 18 and 30, the graduating scale of students seeking admission to universities and colleges 

consists primarily of Millennials and Gen Z. Most college students fall into one of two 

categories. Fadhrullah and others, 2020. Ammigan and Laws (2018). Numerous studies have 

been conducted in the last ten years to better understand the daily activities of third-level 

graduate learners, especially their use of social networking sites. There must be a process for 

innovation. The researchers listed several advantages of social media use. According to 

research by Saw et al. (2013) on the digital media habits of international students, Facebook 

is the primary and most widely used communication system, followed by YouTube, Twitter, 

and LinkedIn. An analysis regarding organizational and personal involvement in social 

networking sites is one of the study's additional findings. 33% of graduates, according to the 

study, want to keep their autonomy in their cognitive and social careers, Saha and Karpinski, 

(2016). 

 

 

H. Characteristics of Digital Platform 

As can be seen from the literature review section above, the majority of theoretical studies 

gave social media a significant amount of weight. Social media, as we all know, has a wide 

range of features. These characteristics are essential and ultimately contribute to their 

survival. These features can be broken down into three categories from a business perspective 

based on their relative importance.  

Engagement - It is important to note that when discussing customer engagement, "Online 

consumer interaction is engaging, and co-creative perspectives of the customers with either 

the internet or offline which did lead to an exact psychological condition of the customers 

and identifies the purpose of consumers in purchasing patterns" (Abrar et al.,2019). Today's 

online engagement can be quantified. Likes, shares, and comments are the main three 

channels used for this measurement process. They depend on the circumstances. It has been 

noted that the friendliest communication taking place on online media platforms has led to an 
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increase in the quality of content. The customer's propensity to criticize any sort of autocratic 

government imposed upon him is an exhilarating thing to note. This supports the tendency 

toward cordial communication that was previously mentioned. The creation of social 

organizations within a media is essential because the participants can be modified to receive 

quality information from the groups. According to Marbach et al. (2016), over-promotion by 

groups has been shown to be effective. 

Collaboration - The popularity of social media had brought like-minded individuals 

together. Liang and Pang (2019) look at how these alliances can also advertise particular 

people and brands. 

Collaborations are a successful strategy for getting an edge over rivals. There are many 

different kinds of collaborations available. Universities or colleges may partner with a well-

known company, person, or celebrity. In nations like India, celebrities have a greater impact 

on people than brands. Therefore, based on one‘s target geographic area, higher education 

institutions can choose which kind of collaboration is efficient and ought to be carried out. 

Compared to traditional marketing strategies, partnerships but also online collaborations are 

more cost-effective and have a greater audience penetration. Olcay et al. (2019) discover that 

communication made possible by the use of messengers and emails can lead to the beginning 

of collaborations. To facilitate qualified recruitments, host nations form alliances with 

colleges and universities abroad. 

I. Collaboration and Engagement with the Communities Online 

Jintao et al. (2019) conducted research that suggests that the quality of content on online 

media platforms increases as a result of friendly conversations. They noted that customers 

tend to reject authoritarian approaches, as reported by Marbach et al. (2016), which 

underscores the effectiveness of collective over-promotion.  

The rise of social media has enabled the gathering of people who share similar interests, and 

Liang and Pang (2019) have examined how these alliances can benefit certain personalities 

and brands. Collaborations provide an opportunity for universities and colleges to gain an 

advantage over their competitors, and they can choose from various forms of cooperation 

based on their target geographic area. Therefore, they can determine which type of 

partnership is effective and should be implemented. 

J. Implementation of Digital Platforms 
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In the modern digital marketing landscape, social media has become the primary channel for 

marketing. "Better 10 results can come from a social media campaign that is successful." The 

2013 book Social Company by Design: Truly revolutionary Social Networking Strategies for 

the Attached Company. As was previously stated, Facebook needs to be the main focus 

because it is the most widely used and accessible social media. Users of Facebook can choose 

from a number of features. 

The advertising platform's members are extremely accessible for business purposes, which 

expands the customer base. Additionally, Facebook's target-driven advertising program aids 

in data analysis and has an impact on consumer choices. For sharing videos, YouTube is 

well-known. There are desktop and mobile versions of this. In the case of teenagers in school, 

YouTube is a great influence. YouTube provides them with search results when they look for 

their higher education options that enable them to develop a deeper understanding of the 

academic institutions and campus life. 

Students can use microblogging platforms like Twitter to better understand university 

policies. Instagram's photo-sharing capabilities will allow students to see what universities 

are really like (Sheth, 2020). The Chinese software TikTok will be able to collect the data 

thanks to a better algorithm that it has built into the program. Google Analytics will assist the 

user in understanding and analysing the collected data when it comes to data analysis. There 

are many social media platforms available online. Each has a sizable user base as well. 

Therefore, managing activities across all websites is a challenge for universities and other 

educational institutions. They have therefore formed a team to concentrate on their 

promotional strategies in such a situation. The universities that are successful at managing 

social media do so with a full team. Utilizing assistance from previous students is another 

tactic. "Potential students are seeking authentic content from the individuals who have 

experienced the university and are the best experts on it. Allowing current students and 

alumni to participate in the social media is a fantastic way to increase interaction and attain 

on social networks (Marx, 2020). As a result, alumni opinions are more credible and valuable 

to students than those who have paid for testimonials. 

K. Decision Making by Indian International Students 

Before social media's effects on cultural factors, university social parameters, and word-of-

mouth marketing, traditional research, according to Bowers and Pugh (1972), concentrated on 

the decision-making process for selecting universities. The prestige of the educational 
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institution, the caliber of the education offered, and the courses offered were the main factors 

in choosing universities. Prior to the advent of social media, word-of-mouth was the main 

method of disseminating information about colleges, making only the most renowned and 

esteemed institutions known to students. Additionally, even when students were aware of 

these entities, their specifics were frequently hazy. As a result of institutions' reluctance to 

welcome students to their campus, this circumstance presented them with new opportunities. 

With the advent of social media tools in the 2010s, communication became simpler and more 

widely available. As a result, people spent more time online and were better able to make 

decisions. The decision-making process was significantly influenced by messenger chats, 

likes, comments, private group chats, and other traditional marketing strategies that used 

technology to influence students to select their preferred colleges and countries of study. 

L. Ireland in International Education 

International students' mobility is expanding quickly and becoming more diverse. Studies 

have shown that Ireland is quickly becoming a popular destination for foreign students. 

Ireland's economy has experienced inclining growth over the last ten years, which has paved 

the way for the international expansion of its education industry. Ireland needs to focus on the 

marketing aspect of the company, which will boost its reputation as evidenced by the ratings 

and scores it has received over the years. In just three years, from 2013 to 2017, Ireland was 

able to rise to 45%. Ireland can be considered a great success, but it still has a long way to go 

before it catches up to its rivals and rival nations. The Irish government and organizations 

want to make a big change by focusing on hiring qualified international students. An example 

of the development in education marketing is the Higher Education Authority (2021) article, 

which claims that the government offers grants and scholarships for Bachelor's, Master's, and 

PhD tier international students. This initiative offers 60 scholarships, all of which are open to 

students from nations outside the EU/EEA. The students will also receive a full waiver of all 

school fees and other registration fees at colleges and universities in addition to a stipend of 

€10,000 for one academic year. Scholarship money like this will bring in more students 

because costs are one of the biggest challenges self-supporting students must overcome. By 

providing scholarships such as this, the government and universities are giving international 

students the chance to revaluate their financial situation. 

M. Severe Challenges of Social Media Platforms 
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Social media has a number of benefits. Leaving that this apart, there are also some 

disadvantages. 

First, Hubinová (2015) notes that there are potential conflicts of interest and concern as a 

result of inadequate monitoring. Social media must routinely monitor user interactions and 

activities both inside and outside of the platform to continue online marketing. According to 

Yagci (2014), these restrictions and oversight are an essential component of the social types 

of channels. It can be difficult to get other people to share the aspects that universities post. 

Universities are powerless to influence this process. In order to do that, colleges and 

universities need support from their target audience, in this case, students. Universities must 

instill in their audience a sense of dependability and originality. They must adhere to original 

and authentic material for that. Some crucial elements in this process include the witness 

statements and experiences of former students as well as current ones. When people believe 

something to be true, they naturally begin to promote the University's content without asking 

the audience first. The researchers noticed specific issues with the structure because colleges 

and universities have chosen social media as one of their recruiting strategies. For instance, 

"The students' low content role in contributing, and little effect of social media usage on the 

judgment of prospective students' engagement of the institutions at a low level, and absence 

of theoretical models, lack of an appropriate environment for learning about the student's 

needs, etc. 

 

N. Social Media Marketing (Paid) 

A crucial component that will help businesses to place an advert on their platform where 

businesses and brands pay for online content placement is modern social media-based 

advertising. The fact that students seeking further education do not have to follow as well as 

like these pages is a significant benefit of this advertisement. This will make it easier for the 

intuition to connect with prospective students for higher education who may not be familiar 

with the College or their courses. The social media platforms provide graphics, advertising 

campaigns, and demographic targeting, allowing the institute to concentrate on things like 

location, age, employment, and interests. The organization should use segmentation to better 

define themselves. The audience's preferences are taken into consideration when creating the 

intended audience and content campaigns. The new social media era, in contrast to the 

previous one, is focused on acquisition and conversion. Over the past few years, social 
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commerce has grown, but in the current environment, that growth has accelerated. To 

understand better how paid to attracted more customers operates, consider the following 

scenario: If a student searches for coursework in Dublin, the web browser will present a list 

of academic institutions in Dublin as an outcome. When a student visits a website, an 

institution with a larger advertising on social media budget will be able to target that student 

by using the website's cookies to place advertisements on that page. Through in this process, 

demographic information, such as age, nationality, etc., can be gathered. Despite the fact that 

it violates the student's privacy, the procedure is moral and completely safe. The educational 

institution handles may be charged by the websites a small fee for the data collection. The 

institutions use this information to contact the students with invitations and advertisements 

via mail, social media, or both. 

 

Conclusion  
 

We encountered numerous statements, arguments, and issues in this section that educational 

institutions and universities must address when dealing with their marketing strategies. The 

virtual strategy can help the university cut costs while having a significant impact on both the 

domestic and global market, and the targeted marketing strategy has the effect of influencing 

students to make the right choices. Executives who enter the scene with knowledge of 

business sectors, client needs and tastemakers, risks and possibilities, advertising channels, 

and brand positioning will be responsible for managing data. In addition to the 

aforementioned, these points, thus according Biraghi (2017), will help people understand 

goods and services and introduce new products to the market that can easily meet consumer 

needs. This demonstrates how empowered and supported the advancement is. The importance 

of the brand position, the nation, the organization, and the idea of utilizing the potential of the 

following factors should be stressed-  

The following flaws can be seen in the debates and arguments that were held: 

a. The previous research, in general, concentrated on conventional marketing techniques. 

b. The researcher may not have given the widespread popularity social media has attained 

over the past ten years enough thought. 
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c. India, the second-largest sending market in the world with the largest digital population, 

has not received enough research. 

d. Despite Ireland's widespread support as a destination for higher education, thorough 

research on the universities should be conducted to improve target marketing strategies and 

posts on social media. 

e. As inferred from the provided piece of evidence, the emphasis should be on the expanding 

university education desired location. 

RESEARCH QUESTIONS 
 

This analysis has filled a gap in our knowledge of the use of social media as a media 

marketing tool to influence Indian international students' decision to study in Ireland. 

Additionally, this study makes an effort to fill a methodological hole in the body of prior 

research. In this study, thematic analysis will be used to examine participant attitudes and 

behaviours regarding the impact of social media. 

There are few questions that originates but not limited to – 

• How effective and powerful is the interview selection process considering the 

challenges, students who choose to study in Ireland, confront the most?  

• How significantly does the Indian students select the Country, University and the 

appropriate course using social media networking sites?  

• What type of marketing; traditional or social, is most advantageous for the judgement 

call process and decision?  

• Ireland has one of the best-educated labour markets in the world. Considering the 

way that foreign students evaluate Ireland's educational system? 

The nation needs to prioritize the marketing industry. The position of Ireland as seen in the 

most recent reviews and ratings will be revealed. According to the most recent reports, 

between 2013 and 2017, the Irish market was able to grow by 45%. 

 

RESEARCH METHODOLOGY 
 

Research Objective 
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This thesis will examine and investigate the technological development of the internet and 

how technology has affected educational marketing practices. According to Hsueh (2018), 

top management will pursue collaboratively evolving strategy formulation operations through 

various types of technology, data, and relationships, leading to an unproductive global 

phenomenon. To get ready for a career in international business, the project covers a wide 

range of topics and subtopics that can be studied and mastered at different depths. According 

to the research, social media, social networking sites, the host nation, and the home country 

all have a significant impact on technology, particularly for the younger generation. The 

study's findings regarding how technology can influence the marketing of international 

education. 

Social media, possible benefits for an Indian student, and advantages for Ireland that this 

offers. The following research questions should therefore be posed to conduct further analysis 

on the topic. As part of this initiative, a rigorous study is being conducted to determine how 

impactful digital networks is among international students. Also discussed are how Ireland 

handles students and their selection process.   

A set of beliefs and assumptions concerning the accumulation of knowledge is known as 

Investigate philosophy. Even if a researcher is unaware of it, one may encounter it at any 

stage of the study process make a few assumptions (Burrell and Morgan, 1979). These 

assumptions could be related to human knowledge, the reality encountered by the researcher 

during the process, and how our values may have an impact on the study process.  

This demonstrates the extent to which progression is endorsed and encouraged. The 

following flaws can be identified through the rebuttals and discussions- 

• It is possible that the research study does not pay enough attention to the importance 

that social media has gained in the last era. 

• Not enough research has been conducted on India, the world's largest sending market 

with the most intensive digital era. 

• Despite Ireland as overseas education market stop, more research on universities is 

required to enhance focus marketing tactics and digital media content. As the 

evidence suggests, the focus ought to be on top destination and the world's largest 

overseas sending markets. 

Research Philosophy  
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In this paper, the methodology used for the research will be discussed. Additionally, potential 

limitations of the study will be highlighted, along with recommendations for future research. 

Digital marketing has played a significant role in the growth of international education, 

particularly in relation to Indian students choosing Ireland as their study abroad destination 

(India Blooms [HT Digital], 2019). The objective of this study is to investigate how social 

media has influenced Indian students' decision-making process when selecting Ireland as 

their preferred destination for higher education. The research methodology section will 

provide details on the research aims, methods used, theoretical framework, sampling process, 

and ethical considerations. The study recognizes that social media and virtual platforms are 

not the only factors that influence students, but also the various attractive features and 

competitive analysis of social media sites that can impact students' choice to pursue higher 

education in Ireland (Clark, Fine, and Scheuer, 2017). However, it is important to note that no 

single student's influence is more significant than another's. According to the research 

summary, a device's ability to communicate can have a significant impact on students' 

reasons for making their choice, and this business model can affect the University's sales 

when it is used effectively with the target market. Additionally, the positive effects of higher 

sales are closely related to the solid relationship that exists between the digital endorser and 

the audience that consumes social media content. Since social media and technology are 

constantly changing, it is essential to keep looking into the research theme in order to 

consider fresh approaches. Students use a variety of social media features to make decisions 

about whether or not to attend an Irish university. 

 

Research design and method 
 

Schwandt (2007) defines research analysis as the process of dividing a whole into parts and 

understanding how those parts work together. Qualitative analysis examines imprecise data 

that is difficult to obtain and analyze to obtain the desired outcome (Scott, 2021). Unlike 

quantitative analysis, which focuses on numerical data from surveys, qualitative analysis 

emphasizes non-quantifiable data and values. Qualitative analysis can be used to analyze any 

form of literature. Various sources of qualitative analysis can be found in research methods 

such as quantitative, qualitative, or mixed research. It involves examining textual data from 

interview transcripts and relies heavily on the researcher's interrogation skills, analytical 

ability, and understanding of the social context from which the data was collected (Lumen 

Learning, 2019).  
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Data Collection  
 

The study collected primary data by conducting Google Form surveys and interviews through 

social media platforms. Approximately 60 participants were asked about their experiences, 

and the questions for the interviews were formulated based on existing qualitative studies to 

ensure the capture of accurate perspectives and contemplations on education destination 

selection. Data collection involved considering eight resources of evidence, as well as 

adhering to Yin's four principles of data collection (Yin, 2014). Participants were alarmed 

that their participations were not in written and that they could withdraw at any time before 

the interview starts. The data collection process typically took around five minutes to 

complete, with Google Forms used as the primary tool. 

 

 

Data Analysis Methods 
 

The data analysis followed a chronological approach (Gioia, 2013) and strictly adhered to the 

guidelines of qualitative analysis, specifically thematic analysis. Thematic analysis is a 

method of analysing qualitative data where the researcher identifies common themes, patterns 

of meaning, ideas, and topics that are repeated in the textual data (Caulfield, 2019). This 

process involves six steps: the first step involves creating an overview of the collected data, 

while in the second step, the researcher highlights certain sections of the text. The selected 

codes are then transformed into themes in the third step. The fourth step involves reviewing 

the selected themes to ensure they serve the researcher's intentions, while the fifth step 

involves naming and defining each theme. Finally, the sixth step involves the write-up 

process, including an introduction that introduces the aims, approaches, and research 

questions (Mortensen, 2020). 

 

Thematic analysis is a highly adaptable approach that produces a detailed, complex, and rich 

account of data and can be used for a wide range of studies, thanks to its academic freedom 

(Braun and Clarke, 2006; King, 2004). 

 

Below are the results of the Survey Conducted to get a deep dive thorough analysis –  
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Fig 1.12 

 

 

The questionnaires were designed to obtain insights into how social media played a role in 

students' selection of universities. The participants were asked to provide their opinions and 

experiences regarding social media platforms, specific features, and websites related to 

education in Ireland. The researcher ensured that the Interview was structured and 

comprehensive to provide meaningful and insightful data. 

 

To investigate the impact of social media on students' university choices, the researcher 

conducted an Interview face to face and virtual consisting of four questions. The questions 

included: 

 

• What specific social media features did you find most helpful when selecting a third-

level degree programme in Ireland? 

• Which social media platforms do you believe were most effective in promoting third-

level degree programmes in Ireland? 

• What aspects of Education in Ireland's website and social media platforms do you 

think have the greatest influence on your decision-making when choosing a third-

level degree programme in Ireland? 
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• In what ways do you think your engagement with alumni and current students through 

social media influenced your decision-making process when selecting a third-level 

degree programme in Ireland? 

 

Interviews Conducted 
 

The study involved 10 participants who were either graduates or currently enrolled as third 

level students in Ireland. During data analysis, two demographic factors were taken into 

account, namely, age group and gender. 

 

Age Participants 

21 1 

24 1 

25 2 

26 2 

28 1 

29 2 

30 1 

 

 
 

Fig 1.13 
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FINDINGS AND ANALYSIS 
 

• The characteristics of social media that prove to be the most advantageous in 

choosing a master level degree program in Ireland: The researcher claims that some 

social media features are especially helpful in assisting students in Ireland in selecting 

a third level degree program. During interviews, few respondents stated that the most 

important social media features that influenced their choice of Ireland as a location for 

higher education were ratings, reviews, and pictures. Others, on the other hand, 

claimed that the most important characteristic of social media platforms that could 

help in choosing Ireland as a destination for higher education was the ability to 

connect with prospective and current students and obtain information about courses 

and job opportunities through WhatsApp and Facebook groups. Some students also 

emphasized the importance of social media platforms' open responses and comments 

from others as factors in choosing Ireland as a location for higher education. 

According to Sobaih et al. (2016), social media is crucial for academic-related tasks, 

such as deciding where to attend college. Since they spend the majority of their time 

on social media sites like Facebook and Instagram, students are increasingly using 

these websites as their main sources of information. Students are more likely to use 

social media to assess images, reviews, and comments when deciding where to attend 

college. Social media also enables students to learn more about the specifics of their 

courses and the employment possibilities after completing their higher education. 

 

In summary, social media is becoming increasingly important in helping students select a 

third level degree program in Ireland. The availability of pictures, reviews, and comments, as 

well as the ability to connect with alumni and other students, are crucial features of social 

media that aid in decision-making. Moreover, social media helps students obtain information 

about course details and job opportunities, making it an indispensable tool for selecting a 

destination for higher education. However, students should also be mindful of the potential 

for misleading information and biases on social media platforms and ensure that they use 

reliable sources to make informed decisions. 

 

• The social media platforms that are most efficient in promoting third level degree 

programs in Ireland: The decision-making process for selecting a higher education 

destination has been greatly impacted by the use of social media. McCabe (2017) 
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highlighted the significant role of LinkedIn in this aspect. Social media has 

transformed how individuals present themselves professionally, with LinkedIn being 

the primary focus of this white paper. The author discusses career-related social 

media marketing tactics and claims that social media has developed into a crucial tool 

for job searching and career advancement. With social networking sites and analytics 

connecting them to career opportunities, job seekers are more advanced in their 

methods for finding potential employers. The author responds to how this 

development has affected conventional hiring procedures. The study found that some 

people believe Facebook and the internet to be the most powerful social media 

platforms for influencing their decision on selecting Ireland as their destination for 

further education. This information is relevant to the promotion of third-level degree 

programs in Ireland. According to Manasijević et al. (2016), Facebook is the most 

commonly used social media platform by students to select their higher education 

destination. The study found that students use Facebook for various purposes, such as 

social relations, work activities, and daily activities. With Facebook, they can connect 

with other students from international universities and become familiar with the 

course structures of those universities. Additionally, Facebook enables students to 

collaborate with their peers and share materials that help them complete their higher 

education. Boivin (2021) also emphasized the effectiveness of LinkedIn as a social 

media tool for students deciding on their higher education. LinkedIn targets 

prospective students, both graduate and undergraduate, with most of its users being 

between 18-34 years of age. These users rely on LinkedIn to search for various places 

when choosing their destination for higher education. Social media platforms such as 

LinkedIn, Facebook, and Instagram have become essential tools for students in their 

decision-making process when selecting their higher education destination. These 

platforms provide students with the opportunity to gain knowledge about prospective 

universities and courses. They also offer opportunities for students to connect with 

other students and share information that can help them complete their higher 

education. 

 

• The characteristics of education presented on websites and social media platforms in 

Ireland have a significant impact on the decision-making process of students when 

selecting a third-level degree program in Ireland: According to the researcher, the 

comprehensive nature of education and career-related posts are some of the most 
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significant factors that influence students to choose Ireland as their destination for 

pursuing a third level degree program. Students learn from Ireland's websites and 

social media platforms about the duration of courses (three years) and the job 

opportunities they can expect after completing their higher education. In addition, 

respondents reported that they discovered information about the social environment 

and quality of education in Ireland from these sources. Career-related posts on Irish 

blogs and social media platforms are an excellent way to attract students to pursue 

their third level degree in Ireland. The respondents noted that Ireland has a higher 

percentage of placement than other countries, which provides students with 

significant job placement opportunities. Patni (2020) mentioned that the education 

system of Ireland ranks among the top twenty in Europe according to the IMD World 

Competitiveness Yearbook. The country's economy is one of the fastest-growing in 

the world, with numerous multinational companies operating there, providing students 

with excellent job prospects after completing their higher education. Students also 

learn that Ireland has a diverse education system that has earned a global reputation 

for high educational standards. Zhao (2021) suggests that another reason students 

prefer Ireland as a destination for higher education is the country's new culture, and 

friendly people. Ireland is also known for being a family-friendly society that 

welcomes international students. Festivals, traditions, customs, and folk music are 

integral aspects of Irish culture, making it a unique and attractive destination for 

students. 

 

• The decision-making process of respondents to choose Ireland as their destination for 

completing their third-level degree program is influenced by their interactions with 

alumni and current students on social media platforms: The researcher has noted that 

some respondents find it highly advantageous to communicate with other Indian 

students who have studied at Irish universities and have had positive experiences. 

Such interactions play a significant role in their decision-making process, as genuine 

responses are crucial in influencing their choices. However, some respondents do not 

find it beneficial to speak to alumni or current Indian students at Ireland University, as 

they do not provide much information regarding the advantages and disadvantages of 

studying in Ireland. Others find that although they have gained valuable insights 

through these conversations, it is not the only factor that influences their decision to 

pursue higher education in Ireland, as they also consider other factors such as 
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financial considerations and the environment. Mercille and Murphy (2017) have 

suggested that interacting with current and alumni students can provide students with 

insights into the neo-liberalization of Irish Higher Education under Austerity, which is 

a valuable factor for many students to consider. 

 

 

RESEARCH LIMITATIONS 
 

While the sample of students surveyed in this study was broad, particularly in the case of the 

questionnaire which was answered by 51 respondents, perhaps a broader set of interviewees 

would have been helpful.  

 

Additionally, the basis of the interviewee selection whereby only students who had chosen 

Ireland as an international study location, may have introduced some selection bias. A similar 

study involving final year students based in India who were considering their options for 

overseas studies might be interesting. 

 

Finally, the survey portion study was carried out at a single point in time. It may be 

interesting to re-survey the respondents at a later date to examine whether their thoughts have 

changed over time.  

 

DISCUSSION 
 

The objective of this research is to examine how social media is being utilized as a digital 

marketing tool to influence international students in their decision to select Ireland as their 

preferred destination for higher education. The interview findings indicate that several social 

media platforms, including Myspace, Twitter, LinkedIn, Pinterest, Google+, YouTube, 

Instagram, and others, have a significant number of followers and student profiles. The 

literature review also reveals that these social media platforms are being used to identify 

university course requirements through online channels or to gather preliminary information 

before visiting the institution in person. 
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To summarize, this study investigates the result of social media on international students' 

decision-making regarding education in Ireland. The results of the study suggest that social 

media platforms are playing a crucial role in students' decision-making processes. A variety 

of social media platforms, such as Myspace, Twitter etc. are being used by students to obtain 

information about universities and their course offerings before making a final decision. 

Overall, the study highlights the importance of social media as a digital marketing tool for 

obtaining abroad education, as it can influence students' decision-making processes and 

ultimately attract more international students to study in Ireland. Additionally, the study 

emphasizes the need for universities to establish a strong online platform and presence to 

engage with students through different social media platforms to remain competitive.  

 

The researcher noted from the data analysis that the influence of social media platforms in the 

decision-making process of students choosing Ireland for higher education is not solely 

dependent on the platforms themselves but also on their features. However, there is no 

evidence to suggest that one student's influence is greater than another. Social media features 

such as pictures and detailed course information of international universities play a crucial 

role in helping students make informed decisions. Reviews and comments from other 

students also aid in the decision-making process. The study highlights job opportunities, 

honesty, and authenticity as critical features of social media that influence students' decisions 

to choose Ireland for higher education. Other features also contribute to students' decision-

making processes, but the study emphasizes the importance of social media in providing 

accurate and honest information to students. Overall, the study highlights the significance of 

social media in aiding students in making informed decisions and choosing Ireland as their 

destination for higher education. 

 

The aim of this study is to identify which social media tool effectively influences students to 

choose Ireland as their destination for higher education. The researcher observed that some 

students consider Facebook and Instagram as the most effective social media tools, while 

others consider the Internet and WhatsApp more effective in selecting their destination for 

higher education. Data analysis indicates that students tend to utilize multiple social media 

tools as they are all compelling enough to help them make decisions (Chugh and Ruhi, 2018). 

Students' responses revealed that they used digital platforms of social media for various 

reasons, such as quality institutions, innovation, research, and more. According to Chichioco 
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(2020), many students choose Ireland as their destination for higher studies because it offers 

excellent study facilities, and a majority of the students are international students. 

 

The study suggests that there is no one specific social media tool that is more effective than 

others in influencing students' decisions. Instead, students use a variety of tools to make 

informed decisions about their higher education destination. The reasons for choosing Ireland 

as a study destination vary, but the quality of institutions and research opportunities are 

prominent factors. The study emphasizes the importance of utilizing multiple social media 

tools and conducting thorough research before deciding on a destination for higher education. 

The National Framework of Qualifications is utilized by the Irish government to ensure that 

the quality of education is consistent across all universities in the country, allowing for 

research opportunities in various fields including humanities, healthcare, social sciences and 

natural sciences (Zhang, Larkin and Lucey, 2017). This provides graduates and 

undergraduates with ample opportunities to apply for research programs that are focused on 

innovation and creativity. The Irish Curriculum is known to emphasize problem-solving 

skills, inventive thinking and creativity (Zhang, Larkin and Lucey, 2017). 

 

In summary, the Irish government strives to maintain the quality of education through the 

National Framework of Qualifications, which ensures that research opportunities are 

provided in various fields. The Irish Curriculum emphasizes the development of problem-

solving skills, inventive thinking and creativity, providing students with an innovative 

education that prepares them for their future careers (Zhang, Larkin and Lucey, 2017). 

The Internet and Facebook were found to be the most effective social media platforms for 

students in choosing Ireland as a destination for higher education, according to Chugh and 

Ruhi (2018). The students believe that there are many opportunities available for both 

undergraduate and graduate students, with many of the top organizations having research 

facilities in the country. Additionally, multinational companies present in Ireland provide job 

opportunities for students after they complete their higher education. 

 

The decision-making process of Indian students for selecting a third-level degree program in 

Ireland is influenced by the length of the course and job opportunities, which they become 

aware of through Ireland's websites and social media platforms. The country is actively 

investing in higher education to provide opportunities for international students, and Indian 

students can obtain globally recognized academic recognition from Irish universities, which 
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can help them in securing job opportunities worldwide (Peruta and Shields, 2017). Irish 

universities offer comprehensive education, and students can work while studying. The 

welcoming and friendly approach of Irish culture is also a significant attraction for Indian 

students, who can experience it first hand at the beginning of their education (Chugh and 

Ruhi, 2018). 

 

Through the blogs and social media sites of Irish universities, Indian students also become 

aware that many current students are managing their studies while performing part-time work 

(Chichioco, 2020). Ireland is striving to establish more world-class universities, with research 

facilities and opportunities provided by multinational companies, which can be attractive to 

students seeking to pursue research-driven programs (Zhang, Larkin, and Lucey, 2017). In 

summary, Irish universities offer a comprehensive education system, excellent job 

opportunities, a friendly culture, and the chance to work while studying, making it a preferred 

destination for Indian students seeking to pursue higher education abroad. 

According to the study, Ireland, a small island country in Western Europe, has a deep-rooted 

culture of creativity and problem solving that attracts many students to pursue their higher 

education there (Mnkandla and Minnaar, 2017). Despite facing competition from larger and 

more developed emerging economies, Ireland has adopted a more advanced approach by 

creating unique niches and disciplines, making it an entrepreneurial nation that looks for new 

solutions to previously considered ineligible problems (Forbush and Foucault-Welles, 2016). 

Irish universities have produced many sought-after graduates each year who possess skills to 

deal with current and future challenges in various industries and markets worldwide 

(Mnkandla and Minnaar, 2017). 

 

The people of Ireland are well-known for their creativity, as evidenced by their leading roles 

in the world's most comprehensive technology and pharmaceutical companies, international 

banks, and renowned agricultural products. Despite its small size, Ireland has made an impact 

on the world beyond its proportional size due to its deep-rooted culture of creativity and 

problem-solving (Peruta and Shields, 2017). 

 

Irish universities' blogs and social media sites highlight the success stories of graduates in 

various fields such as business, economics, science, entertainment, and arts. The Irish culture 

values success on the world stage, with a focus on the future rather than the present, making 

it a destination for Indian students seeking higher education (Manca and Ranieri, 2016). 
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In conclusion, Ireland's culture of creativity, problem-solving, and entrepreneurship, as well 

as its success stories and future-focused approach, attract many students, especially from 

India, to pursue their higher education there. 

 

According to research, Ireland has been successful in transforming itself into a global 

financial service sector in a short period of time, attracting many multinational companies to 

the country. The country's focus on embracing opportunities and prospects has made it an 

attractive destination for international students, including those from India (Forbush and 

Foucault-Welles, 2016). 

 

Social media platforms such as Facebook, LinkedIn, and WhatsApp have proven to be 

valuable tools for Indian students to learn about career opportunities in Ireland. Many 

multinational businesses such as Microsoft, eBay, and Skype have a presence in Ireland, 

providing great career opportunities for international students. The University College Dublin 

(UCD) also offers internship opportunities to international students, allowing them to gain 

real-world experience that can be invaluable when searching for jobs in other countries 

(Stephens and McLaughlin, 2020). 

 

The recognition of Irish universities is widely accepted globally, making them an attractive 

option for international students. Social media platforms such as blogs and social media sites 

of Irish universities allow Indian students to connect with current students, learn about 

courses, and the benefits of studying in these universities. These platforms are becoming 

increasingly important for students in their decision-making process and have a significant 

influence on their choices (Manca and Ranieri, 2016). 

 

Social media engagement and influence on student decision-making are often 

underestimated. It is observed that many international students rely on social media to view 

online content and decide which college or university is best for them (Singhal, 2020). Irish 

universities are leveraging social media platforms to attract students from other countries by 

continuously posting pictures and updates. 

 

In conclusion, Ireland's transformation into a global financial service sector, along with the 

presence of multinational companies and excellent universities, has made it an attractive 
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destination for international students. Social media platforms have played a significant role in 

allowing Indian students to learn about these opportunities, connect with current students, and 

make informed decisions about their education. 

Irish universities are utilizing influential marketing theories and modern techniques to attract 

international students, including Indian students, by constantly updating their blogs and social 

media sites with information regarding the facilities they provide for higher education and job 

opportunities after graduation. Instead of relying on traditional methods of attracting students, 

Irish universities are experimenting with social media marketing strategies such as blogging, 

virtual tours, webinars, and Cappex. The fast-paced environment and the advancement of 

modern technology have made students more likely to rely on social media and other online 

sites for decision making when selecting universities for higher education. The importance of 

cross-border education has increased among Indian students, with many leaving their home 

country to pursue higher education in countries like Ireland, which is a hub for many 

multinational companies. 

 

Singhal (2020) highlights the importance of social media and other online platforms in the 

decision-making process of students when selecting universities for higher education. The 

study also observes the trend of Indian students leaving their home country to pursue higher 

education in other countries, including Ireland, due to the vast opportunities offered by 

multinational companies in Ireland. 

 

CONCLUSION 
 

The use of social media platforms has become increasingly important in influencing the 

decision-making process of Indian students when choosing Ireland as a destination to 

complete their higher studies and gain better job opportunities. 

Coming to the point of interviews and surveys conducted, this can be observed that –  

Around 96% of students use Social Media, that too very often. When asked to rank them in 

order of your preference with respect to the academic decision of studying abroad in Ireland; 

Google Sites was quoted to be the most effective media to gather information and get 

knowledge about studying abroad, followed by LinkedIn and Facebook. This gives a definite 

proof that different google sites carries different information, that makes every student to take 

decision more easily; Also, one of the question asked was, to what extent social media is 
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impacted? The answer came was really surprising, as it was around 90%. Every student gets 

influenced by one or other parameter, when it comes to the decision of studying outside to a 

different country. Keeping this in mind, the next question that was asked is – What influences 

you to do further studies in Ireland? There were four options; travel abroad to explore, better 

job prospect, higher education prospect and all of the above. Around 63% of student choose 

all of the above. From this, we can say that, coming out from home country and studying 

abroad is not an easy decision to make out, students have researched and found that Ireland is 

the best place to study as an International student. There were numerous factors given that 

one feels relevant to study abroad in Ireland, including Cost, Accommodation, Study 

Structure etc. We received a positive response on all, as they considered social media to be 

very essential on figuring out the factors. The colleges in Ireland plays a crucial role when 

it’s on Communication. This is proven, as around 65% of students says it was very effective, 

as the interaction between the students and the colleges was very strong, the present study 

suggests that social media and various online platforms of digital media provide universities 

and students with numerous benefits in terms of their decision-making process to choose a 

foreign university for higher education. Social media networks facilitate students’ learning 

and engagement in higher education, which is beneficial for them. Many students and their 

parents are already using social media and are very proficient in using the platform. 

Therefore, they rely heavily on the online platform of various social media sites to obtain 

information and choose the right university for their higher education. In this regard, 

universities in Ireland post their course details, fees, environment of the classroom, and other 

helpful information on their blogs and other social media sites. For example, teachers can 

create a Facebook group dedicated to homework and posting important announcements. 

Besides, students can use Pinterest to view their artwork and projects, which can help them 

make an informed decision. Given that Ireland has become a hub for many multinational 

companies, Indian students are more inclined to choose Ireland for their higher education. 

Overall, social media platforms play a significant role in the decision-making process of 

Indian students, who consider various factors, such as course details, fees, job opportunities, 

and university environment, before making an informed decision. 

 

The aim of the study was to examine how Indian students use social media platforms and 

other online resources to choose a university and country to pursue their higher studies. The 

study found that social media and social networking sites have become increasingly 

important to students. Today's generation is considered "digitally native," and they are more 
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likely to gather information through the internet and social media. This makes them the 

"social networking generation." 

 

The universities in Ireland have also realized the importance of social media and have started 

posting their course details and job opportunities on their blogs. This has benefited students 

who are interested in pursuing their higher education in Ireland. The study's second objective 

was to determine whether social media played a critical role in selecting the desired course 

for higher studies. The research findings indicate that social media has been helpful in 

providing students with the necessary course details. 

 

Through social media platforms, Indian students can communicate with other foreign 

students, particularly those attending universities in Ireland, to learn about the scope of their 

studies, job opportunities after graduation, and research and innovation prospects. Indian 

students interact with current and alumni students of Irish universities to gain insights into the 

course structure and curriculum. Overall, the study concludes that social platform plays a 

major role in the decision-making process of Indian students who are considering studying 

abroad. The availability of course details, job opportunities, and interaction with current and 

alumni students helps them make informed decisions. As a result, universities in Ireland are 

using social media marketing strategies to attract more international students. By providing 

course details, job opportunities, and other essential information on their social media 

platforms, Irish universities can effectively communicate with prospective students and 

enhance their reputation. The objective of this study was to examine the use of social media 

by Indian students for selecting foreign universities and colleges for higher studies. The study 

found that social media has become an essential part of the lives of Indian students, providing 

them with access to information and connections to learning groups and other educational 

systems. The use of social media has also become a critical factor in the decision-making 

process of Indian students when choosing foreign universities. Indian students use various 

social media platforms, these platforms have become integral to students' lives, making it 

easy and convenient for them to exchange information, communicate with each other, and 

keep in touch. Social media networks have allowed institutions and students to improve their 

teaching and learning processes. It has also allowed students to develop valuable connections 

in their careers. With Ireland becoming a hub for many multinational companies, Indian 

students are more inclined to choose Ireland for their higher education. 
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The fifth objective of the study was to assess the effectiveness and helpfulness of Irish 

universities' social media platforms in the selection process. The study found that the blogs 

and social media sites of Irish universities were successful in attracting Indian students. The 

universities regularly posted about their courses, job opportunities, and scope for research and 

innovation, which made them appealing to Indian international students. 

 

The last objective of the study was to compare the traditional selection process with social 

media marketing and identify which was more helpful for universities. It was observed that 

social media marketing was more effective in attracting students to Irish universities. By 

promoting their social media platforms, Irish universities were able to attract several Indian 

students to pursue their higher education in their institutions. 

 

The main aim of the study was to examine the importance of social media tools in influencing 

the decision-making process of Indian international students to choose Ireland as a 

destination for higher studies. The researcher concluded that various social media platforms 

and networking sites had a significant impact on Indian international students' decision to 

pursue higher studies in Ireland. Although the influence of social media platforms was not 

overwhelming, the accessibility of information on Irish universities' social media sites and the 

presence of Indian students on these platforms made a difference. Overall, social media 

platforms had an impact on the traditional sources of information used in the selection of 

university courses and decision-making procedures. 

 

FUTURE RESEARCH RECOMMENDATIONS 
 

The research findings provide valuable insights on how universities can utilize social media 

to approach students and how this approach can affect their decision-making process. This 

also suggests the potential for further research on Indian students in this area. 

• The study was limited in terms of participant selection due to time and resource 

constraints, and thus, a larger sampling research among Indian students across Ireland 

is recommended. The research can also include a wider range of age groups and 

genders, as finding suitable participants was a challenge. The insights gained from 

such research can provide untapped perspectives for universities and colleges, which 

can aid in their educational efforts. 
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• The present study utilized qualitative thematic analysis as its research method. 

However, there is a possibility for future researchers to employ quantitative research 

methods. In order to collect data within the quantitative paradigm, methods like 

surveys, structured observation, as well as experiments are preferred (Heath and 

Tynan, 2010). Quantitative research points out the use of measurement in the 

collection and analysis of data. 

• In conclusion, it is recommended that further research should be conducted on the 

impact of targeted advertisements on students' decision-making power using both 

quantitative and qualitative approaches. This is particularly relevant given the 

increasing use of artificial intelligence and the growing influence of targeted ads in 

today's society, where social media platforms play a crucial role. 
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